








Source: Kantar’s global LIFT+ database



Source: Kantar UK LIFT+  studies since 2020; Share of difference is the relative contribution of different media channels in terms of driving the brand equity 

outcome 'Brand Difference', across all media campaigns tested in our LIFT+ database
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Source: Kantar LIFT ROI ; 56,984 creative assets in US, Canada, Germany, France, Thailand 2021-23 on Meta
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Source: Kantar Context Lab
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Source: Kantar x TikTok Marketing Science, CPG Meta-Analyses, US, Conducted by NCSolutions, 2021-Q1 2024

NCS TikTok Benchmark: $1.74; n= <100
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Source: Kantar LIFT+ 2025 analysis



Source: Kantar LINK AI analysis of 101 Whalar creator assets
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Source: LINKAI and Cross Media analysis 2025
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